Abstract
Introduction

27
Predicting success in the market, prior to a launch is difficult. Designing a strategy to 28 allow continuous introduction of new products into the marketplace before competitors will 29 increase the chance of success (Fortuin, Batterink and Omta, 2007) . New products can come 30 from different paths to the marketplace including new concepts, new raw materials, line 31 extensions, reviving old products and targeting a new audience (Hanchate, 2006) . As these new 32 products are created, the decision making processes in the innovation phase are used to help 33 ensure that the product is headed towards a successful launch (Vatthanakul, Jangchud, Jangchud, 
39
When completing a comprehensive market assessment it is critical to evaluate 10 factors 40 to define the definition of the product and improve the chance of success. Wilson (1989, p 14) 41 identified these factors as: "strategic alignment, customer need, competitive analysis, 42 compliances, product positioning, select project priorities, identify technical and process risks, 43 identify appropriate market channels, management leadership, and human and financial 44 resources." For Hewlett-Packard (HP) if any of these portions were skipped, they found projects 45 fell short of projections and failed in the marketplace. However, when the cross-functional 46 teams worked together and these factors were considered and agreed upon, HP saw more 47 organized launches (Wilson, 1994) .
48
necessary that all preliminary information from the consumer marketplace be collected. Starting 50 the product development phase without gathering knowledge of what needs the product must 51 satisfy will not lead to a project focused on success (Buisson, 1995) . The biggest challenge is 52 the tedious job of collecting all necessary information from the consumer marketplace and 53 knowing which requirements are the most critical to consumers for success. Because consumer 54 needs often change slowly it is possible to collect the necessary information from the consumer 55 and then only update or confirm the information previously collected (Krieg, 2004 ).
56
Predicting whether or not a product will be successful in the marketplace is determined Product pricing also is critical for success. Sometimes new products are priced higher or 70 promoted as premium products in order to pay for the innovations used to create the product.
Other times, companies will take a decrease in profit short-term to maintain a more reasonable 72 price to encourage first time buyers to try the product (Rajagopal, 2008) .
73
Many studies have evaluated critical product attributes for consumers through various 
Materials and Methods
83
An international food manufacturer was contacted and agreed to provide information for 84 this study. The study was conducted using a flavored snack food available in many international Any product that was not introduced well into the market area, had cost issues or did not 115 have appropriate market support were excluded from the study because the intent was to focus 116 on product characteristics that were known before launch that could help determine longer-term 117 (i.e., more than 1 year) success. There were 63 products that were selected for further evaluation 118 on the full questionnaire.
Questionnaire Development
120
A questionnaire was developed to collect as much information as possible about the 121 products that were launched into the marketplace. Figure 1 shows the questionnaire that was to 122 be completed on each of the products in the study. It included multiple choice questions, as well 123 as, yes/no and 5-point scales to collect information on the products.
124
In order to assure that data was collected on market (e.g., in-market sales and competitive 125 situation), product (e.g., liking, aftertaste and authenticity) and concept (e.g., purchase interest) 126 data, additional information was needed aside from the questionnaire. Since each product was 127 launched into the marketplace prior to the testing, actual data was collected on the performance 128 in the marketplace. These are the categories that market data was collected on: departments within the company (e.g., marketing research). All questions were to be answered 141 in order to collect as much information as possible to be used for the data analysis.
142
For each of the successful/unsuccessful products, a questionnaire was sent to the contact of the data into the two groups.
Data Analysis
149 Data from all countries were combined into a single data file. Scaled questions remained 150 as numbers and categorical questions were changed into 0/1 dummy variables. For example, a 151 yes/no question received a 0 for no and a 1 for yes. A question with four multiple choice 152 answers was converted to four dummy variables responses with one of the four responses 153 receiving an 1 and the other three answers receiving a 0
159
The discriminate function was first performed on all data collected on the products,
160
including data known pre-and post-launch., to determine the ability of the function to predict 161 success. A second discriminate function was calculated using only the information that would calls, and corporate assistance in requestin information ultimately was necessary to get most of 176 the information. In total the time frame for gathering the data was approximately six months.
Results and Discussion
Data Gathering
177
Of the 15 original countries selected, two of the countries did not provide enough information to 178 be included in the analysis, and one country did not provide any information that was requested.
179
Thus from the original set of 102 products from 15 countries data gathered from the 12 180 responding countries resulted in a total of 63 products with adequate information.
181
Internal Validation of the Information Gathered
182
When looking at all data collected the discriminant analysis estimated 100% of the 183 successful products as successful and 90% of the unsuccessful products as unsuccessful (Table   184 1). Thus, using information available both before and immediately after launch this study was 185 able to almost completely predict success or failure. This analysis serves as an internal 186 validation that the information collected was useful and could predict success in future studies.
187
Of course, using all data collected would not help predict success prior to a launch because the 188 product would need to be in the marketplace to collect some of the information. products as successful and 66.7% of the unsuccessful products as unsuccessful (Table 2) .
193
This prediction was found after the stepwise regression procedure reduced the 13 original
194
variables to four significant pieces of information that could make the data more easily (Table 3) .
197
It is important to recognize that some of the significant variables have a positive impact on However,success using this approach may require substantially more market support.
209
New successful products were sometimes based on food that is traditional, has been around 
220
Conclusions
221
Predicting successful and unsuccessful products is key to achieving better success rates success. Considering half the products (50%) used in this study were unsuccessful, that data 235 improves the potential prediction of success from 50 to approximately ~70%, a major increase.
236
Using prior known information is potentially an easy way to increase the likelihood for success.
237
It is possible that additional specific information on the products (i.e., the specific sensory 
